Abstract: Due to immense competition, organisations are trying to do something different from the other organisations as a part of their strategic initiative. It has been seen that every organisation takes various initiative to do 'something good' towards the society. Cause-related marketing is one of them. Due to its positive impacts, CRM has emerged as a strategic initiative to improve the brand health and positive influence. This study is an attempt to understand the various cause-related marketing practices done by various organisations and their influence on the consumer buying behaviour. The objective of this study is to understand the 'young' Indian consumer behaviour and their buying intention towards the cause-related marketing. The study will also include various dimensions of cause-related marketing and its influence on consume buying behaviour. A sample of 200 respondents was used to examine the study.
Introduction
Cause-related marketing (CRM) is not a new concept. The term CRM was first coined in the year of 1980s by William Heskith Leve, while introducing schemes on sunlight soap in the USA (Adkins, 2007) . Though, this move was not refereed to CRM at that time. But, they have identified the core benefit of this initiative later on. Recently, American Express has coined the term CRM again in 1983. Amex had done this exercise for the restoration of Statue of Liberty. They had charged 1 cent from every credit card transaction and $1 every time for new credit card. As per a report published by Nandkumar (2013) "CRM is defined as the process of formulating and implementing marketing activities that are characterised by contributing a specific amount to a designated non-profit effort".
Companies can engage their customers by using CRM as a strategic initiative in revenue-generating transactions. CRM has three major impacts by using which company can associate with the consumer's mind: brand loyalty, market differentiation, internal and external stakeholders. In today's scenario, it has become difficult for companies to differentiate themselves from the competition by using traditional tool of marketing. It is very important for companies to build strong and influential brands. The traditional tool of marketing has its own place and will be there. But the revolution in marketing era will change the marketplace. CRM has emerged as a new strategic advantage to improve brand health and positive buying intention. CRM is more than a buzz word for organisations and they have understood the long-term benefit of this also. At the same time, organisations have also understood the value of 'doing well by doing good' towards the society. As per an article published in business outlook (22 August 2014), the money spent on CRM has reached to $1.78 billion in 2013 globally and has projected to cross $1.84 billion in 2014. In India, the money spent on CRM is less but increasing progressively. CRM has emerged as a way of boosting the brand value and brand health of an organisation. As per a study conducted by Alison DaSilva (2013), globally 91% of consumers would like to switch from one brand to the other brand, only if the brand is associated with a good cause and price and quality are same in both the scenarios. As per a study by Covey (2013) , it has found that 50% of the consumers would not mind to pay extra for products and services, if the company is associated with the social cause, globally.
Companies can engage their customers by using CRM as a strategic initiative in revenue-generating transactions. CRM has three major impacts by using which company can associate with the consumer's mind: brand loyalty, market differentiation, internal and external stakeholders.
Companies can look for more ideas to serve the society through below-the-line activities and encourage consumers to donate towards the cause. CRM is helpful for any organisation to achieve its long term goals. CRM prefers by the organisations over the traditional marketing tools because CRM bridges the business and social cause in such a way that it benefits both the parties.
Research objectives
This paper is an attempt to understand the influence of CRM on youngsters buying behaviour. My paper will help marketers to understand the consumer's preferences towards CRM while purchasing also. Specifically, the objective of this paper is to understand the followings:
The purpose of this research is, first, to understand the 'young' Indian consumer buying intention towards purchasing a product associated with CRM. Secondly, to study various dimensions of CRM which has an influence on the consumer buying intension? Thirdly, study the consumer product preference towards an organisation who is considering CRM as a differentiating factor compare to other players in the market. Varadarajan and Menon (1988) defined CRM as "the process of formulating and implementing marketing activities that are characterized by an offer from the firm to contribute a specified amount to a designated cause when customers engage in revenue-providing exchanges that satisfy organizational and individual objectives. CRM defines as a marketing tool that can be used to realize a broad range of corporate and marketing objectives". Likewise as per Kotler and Lee (2005) CRM uses credible, sensitive instruments in the society which enables organisations to stay connected with their customers thus enhance corporate reputation, raise brand awareness, increase customer loyalty and build sales. Researchers, Kanta et al. (2014) , state CRM as a partnership between a commercial enterprise and a not-for-profit organisation in which the business entity uses the name and logo of the not-for-profit agency in advertising and selling its products, and pays the not-for-profit for the right to do that. This type of marketing has the potential to raise significant funds for not-for-profit work, and to increase bottom-line profits for businesses.
Background and literature review

CRM and purchase intention
Organisations are working with their strategic formulation towards CRM campaign as it offers new segments of customers, increase product usage, explore new niche, increase sales of products or services, and consolidate their brand equity. Webb and Mohr (1998) states the relation between CRM helps building corporate image for organisations and influences consumer purchase intention furthermore the success of such campaigns seems to depend on consumers' interest in the cause which is supported, the credibility of the firm and the NGO.
According to attribution theory when it is impossible to knowing everything about an event, people seek to find logic, sense or explanation for what is happening in an attempt to gain better understanding of their lives and environments. Thus, individuals make causal attributions, which are cognitive processes where a cause or underlying explanation is assigned to an observed event. CRM is a type of promotional strategy that activates this type of attributional mechanism of attribution theory (Kelley, 1973; Foreh and Grier, 2003) .
Research suggests that altruistic behaviour is driven by moral emotions such as pride and guilt (Kim and Johnson, 2013) , their study emphasised on the marketing efficiency of cause-related products belonging to different category, which were termed frivolous (hedonic) and practical (utilitarian). They found that consumers prefer charity incentives, rather than promotions when buying frivolous versus practical products. Significant differences in CRM efficiency are to be expected between hedonic products such as chocolate truffles and utilitarian products such as laundry detergents. Consumers who buy hedonic products are predisposed to be generous because egoistic altruism acts as a 'warm glow', which minimises the guilt from individualistic pleasure associated with indulgent products (Winterich and Barone, 2011) .
In the case of donation-based products, the attitude towards the brand is particularly positive when such a brand is familiar to the consumer. Thus, alliances between a brand and charity may improve brand image (Vanhamme et al., 2012) . When a company supports a cause, consumers may remain sceptical or may question whether the cause is helping the brand or the other way around. Unfamiliarity with CRM claims may also add to consumers' scepticism (Singh et al., 2009) . The image of the brand regarding its efficiency in helping charities is of utmost importance to reduce consumer scepticism, and it depends on charities efficiency in using donors' money to positively impact society. Perceived lack of efficiency in the part of charities may lead consumers.
Roos (2012) depicts the consumers' attitudes towards CRM influences their willingness to buy a promoted product. Studies have proved CRM being perceived as a positive act by the customers and help in building positive attitude towards their purchase intensions as it influences trust of the customers and eventually increasing the brand attractiveness. Yechiam et al. (2003) in their paper have discussed about organisations manifesting strategic orientation, towards CRM program assume that a product is promoted based on the information perceived by the customer that part of the payment for the product will be donated to a cause and customer feels a sense of fulfilment, this donating behaviour of consumers is the driver for the success of CRM campaigns (Kropp et al., 1999) . Studies show that consumer motivation regarding purchasing a product from a firm is associated with pain (guilt) and pleasure (Barone et al., 2000) . The emotional state of pain (guilt) causes an uncomfortable feeling amongst customers when the buy a product, that may be alleviated by the fact that they can benefit some disadvantaged group by contributing a small amount of money. Angelidis and Ibrahim (1993) illustrated CRM as communications tool for increasing customer loyalty and building reputation whose purpose is to satisfy social needs, which requires investment and it yields measurable outcomes. This was further demonstrated by an empirical study by Sana (2014) , where they measured customer's values by Schwartz dimensions and concluded customers values and motivations are one of the drivers influencing customers buying decision which organisations should focus on build their approach to understand donating behaviours of their customers.
CRM is analogous to the commercial practice known as 'tie-in sales' (Tirole, 1988) , it is when organisations market products in combinations with the principal product. Stress on corporate motive is a factor influencing the success of CRM campaign the organisations must ensure that association with a not-for-profit organisation will have a positive impact on the company's desired customer demographics (Strahilevitz, 2003) . The benefits of CRM differ depending on the nature of the product or service being promoted (Strahilevitz and Myers, 1998) , the perceived quality of the product being promoted (Folkes and Kamins, 1999) , as well as the size of the donation (Holmes and Kilbane, 1993) . Bloom et al. (2006) observed CRM may also result in negative way as the consumer understands the logic behind paying extra. Scepticism with respect to CRM arises primarily because customers question the companies' motivations for participating in such actions (Singh et al., 2009 ). According to Endacott (2004) , different cultures have different perceptions of CRM as many Spanish consumers regard CRM as egoistic. Polishchuk (2006) stresses the importance donors' apprehensions, but on the other, donors could be concerned that too much of their potential donations would be spent on further fundraising, instead of furthering the ultimate cause that the donors want to support and partly due to the fact that a great number promotions lack transparency with regard to the amount of money donated as well as with respect to the success of the project.
Harford (2005) stressed on concept of third degree price discrimination for support of CRM campaigns where the possibility to use company's contributions to solving social problems for price discrimination purposes is emphasised. Companies often resolve the dilemma between being profitable and socially responsible by resorting to strategic philanthropy whereby support to social causes pays back through positive externalities that such efforts create, which aligns social and economic goals of the company (Porter and Kramer, 2002) .
Essentially, CRM improves the perception of the firm or product, boosts sales, provide competitive advantage, offers good will. The charities and non-profits most likely to benefit from this type of relationship will have national brand recognition. Effectiveness of CRM campaigns is when organisations choose a high-fit initiative which seems clearly connected to brand mission and offering where the campaign objective is in align with business objective of the firm and will not lead to scepticism among the consumers.
CRM effect on corporate social responsibility
CRM strategies focus on how firms should design their corporate social responsibility and their communication associated with social performance to enhance a firm's reputation among its key stakeholders (Liu et al., 2010; Liu and Ko, 2011) . Romaniuk (2013) has categorised brand health into brand awareness, brand positioning, brand salience, brand attitude, distinctive assets and brand usage. In building brand equity, a company must understand the value systems of its customers, especially regarding the preferences of the customers in relation to corporate social responsibility (Grönroos, 2004 ). An organisation's reputation can be a strong reason for the company to engage in socially responsible behaviour. In fact, a study by Vallens in 2008 found that 75% of a company's value is the result of its reputation hence firms view brand health to play a significant role in decision making as consumers have a more favourable attitude toward a CRM program, and are more likely to participate. Dowling (2001) stresses on how corporate image can initiate a change in attitudes regarding quality, buying behaviour, loyalty. Corporate image is limited to the organisation -cause fit and positive consumer attitudes toward the organisation (Trimble and Rifon, 2006) , improved brand recall (Cornwell and Coote, 2005) , and perceived corporate credibility (Rifon et al., 2004) . CRM effectiveness to be sceptical towards the alliance between the sponsor and the cause and less prone to buy cause-related products (Winterich and Barone, 2011) . Individuals are better able to determine fit for familiar brands or causes. When fit is high, consumers perceive compatibility between the brand and the cause. As an example Children's Wish Foundation would be perceived as having high fit because both serve children and depend on parental support. Conversely, low fit implies that consumers are unlikely to perceive the brand-cause combination as natural or intuitive. When fit is low, consumer attributions about the cause communication is expected to lead to negative inferences about both partners. When fit is low and a buy message is used, consumers may infer that the brand is exploiting the cause to maximise profit. Hence, attitude toward the brand and purchase intention should be the lowest in this condition (Bigné-Alcañiz et al., 2012) . On the other hand, informational messages are expected to lead to higher attitude toward the brand, as there are fewer attributions about cause exploitation. Purchase intention is not expected to differ between buy and informational messages when fit is low, as low fit may not be conducive to higher levels of commitment needed for behavioural measures When fit is high, the natural association between the brand and cause is expected to lead to positive attributions about both partners and lead to more positive attitude by increasing consumers' perceived altruistic brand motivations (Bigné-Alcañiz et al., 2012; Myers et al., 2012) . The combination of buy message and high fit should generate the most positive attributions toward the brand, leading to the cause marketing communications highest level of attitude and purchase intention. This would be significantly higher than the high fit-informational message condition, as it approximates typical brand advertisements.
Presumably, the success of CRM campaigns reflects, at favourability of consumer responses to a company's support of a cause, culminating in the choice of that company's products or services. Our research emphasises on consumer perceptions towards brand health and its role towards purchase intention that may affect the likelihood of success that CRM, consumer perceptions towards a brand of why the company provides this support may be a key determinant of responsiveness to CRM efforts. Henceforth, the organisation attempts to address its stakeholders as per Freeman (1984) and satisfy them through CRM as a tool for communication, by adopting Smith et al.'s (2010, p.4) description of a customer as "a commercial entity seeking to satisfy short-term, material needs through consumption behaviours", and a non-customer stakeholder as an individual who is "concerned about a firm's social and environmental impacts" so that firm improves its financial and market performance. The cause and selection of CRM campaigns can be altruistic, commercial, social and integrative (Liu, 2013) further firms needs to fulfil certain expectations of society (Campbell et al., 2003) by acting legitimately as it leads to enhanced public trust in the business.
Research methodology
Data collection methodology
A predominantly descriptive research method has been used for this paper. This study has included both primary and secondary data. Respondents were selected from Delhi/NCR region. The random sampling method was used in the research paper and the sample size consists of 200 youngster respondents of 18-25 year age located in Delhi/NCR region. The online shoppers have asked questions based upon their experience while selecting a product during shopping. Primary data and secondary data sources has been use for this paper. The primary data source was collected by researcher by conducting a survey. The secondary data was used using various online journals.
Although there are so many complex formulas to formulate the ideal number of sample size, the thumb rule is no less than eight participants per predictor variable for a regression or correlation test (Van Voorhis and Morgan, 2001 ). The formula is:
where m is the number of IVs.
Data analysis methodology
Various statistical analysis tools have been used for this study. The quantitative data was used to analyse this study. The various statistical tools like reliability test, regression and multiple regression analysis have been used to analyse the relationship between sixteen dimensions. SPSS 17.0 has been used to analyse the statistical analysis. The hypotheses that have been developed from the research questions of this study are as follow:
H1 There is a positive influence of CRM on consumer intention towards purchasing a product associated with CRM.
H2 There is a positive effect of CRM promotion on consumer product preference considering CRM as a differentiating factor. 
Result and interpretation
Descriptive statistics
Regression analysis
The result indicates in Table 1 shows that causes are promotional approach for the brand, causes are a differentiating approach to beat competition, cause marketing campaign motivates customer to purchase, customer will switch over the existing brand to competitor's brand which is associated to CRM, cause becomes a reason to change your buying intention and customer will consider the product of the company associated with a cause as first choice show highest mean score in the descriptive analysis results. Regression analysis is done with CRM practices. The CRM becomes a reason to change purchase intention as a dependent variable and other factors consider as independent variables as mentioned in the descriptive statistics. The findings of the study clearly shows that a significant relation between these major factors (R square = 0.466 and the significance = 0.000, p < 0.01), Hence, the model is found to be significant. The result for the preliminary test shows that null hypothesis will be accepted. A Shapiro-Wilk's test (p > 0.05) (Shapiro and Wilk, 1965; Mohd Razali and Wah Yap, 2011 ) and a visual inspection of their histograms, normal Q-Q plot and box plots showed that the exam scores were approximately normally distributed for CRM motivates me to purchase towards cause becomes a reason to change their buying intention, with a skewness of -0.640 (SE = 0.512) and a kurtosis of -0.723 (SE = 0.992).
Histrogram shape shows that the data is near to normal for cause becomes a reason to change your buying intension as dependent variable. Table 4 determine that causes are promotional tools for company, cause marketing motivates me to purchase and source of awareness accept null hypothesis because p-value is above 0.05.
The result of normality test proves that the data is normal. As per Table 7 , collinearity statistics has variance inflation factor (VIF) value is low than 5 and near to 1 which proves that the predictors are not correlated to each other.
The reliability of the questionnaire found to be very high with Cronbach's alpha value of 0.7 showing the good internal consistency of the scale. As per Table 3 results, cause marketing campaign motivates me to purchase and will switch over from existing brand to competitor's brand which is associated to a cause is having p < .05. However, causes are promotion tools for the brand, cause is a differentiated approach to beat competition, will consider the product of the company associated with a cause as my first choice and CRM influence my buying decision do not show purchase intention. So, null hypothesis will be accepted for two factors and rejected for four factors. Thus, the study tells that the marketers need to understand the importance of CRM practices in purchase intention of customers. Table 4 Tests of between-subjects effects 
Discussion and conclusions
The purpose of the present study was to examine the linkage between CRM and purchase intention of consumers by focusing on consumer choice and corporate social responsibility. Our findings suggest respondents consider CRM as a promotional tool and differentiating approach to beat the competition and respondents normally do not compare price of the brand associated to a cause before purchasing the product. This congruent with the findings of Liu et al. (2010) who highlighted the importance of CRM as a promotional tool for greater business performance and effective brand equity. Also, the results supported Roos (2012) consumers' attitudes towards CRM influences their willingness to buy a promoted product. The present conceptual framework represents a standardisation that offers marketing practitioners insights into the development and implementation of successful CRM practices.
The study developed a model for successful CRM practices focusing on the consumer choice and brand-related CRM success factors. According to several scholars (Malhotra and Birks, 2007; McSweeney, 2002) , there is a vast amount of literature within each of the management disciplines, which assumes that each nation has a distinctive, describable and influential culture which shapes everything, thus, it is necessary to take into consideration the characteristics of individuals (customers), organisations and societies within a nation or region (Malhotra and Birks, 2007; McSweeney, 2002) . Therefore, in order for the proposed conceptual framework to be cross-cultural, further research is encouraged to perform replications of this framework in several nations or culture groups, so as to culturally differentiate the proposed CRM framework.
We have attempted to formulate consumer choice dimensions to capture perceptions for CRM not only for consumers of developed countries but also for consumers of developing countries (basically cultural variations). Some researchers may argue that typically Cause relater retailers campaigns which are country-specific and emphasis is laid on need to pursue global standardised CRM campaigns. If we shed light on convergence theory (Kanta et al., 2014) , organisations get motivated towards non-profit cause-related promotions.
Managerial implications
The implications of this research could provide interest to both practitioners and researchers. If the results of this study hold across other samples, managers could be encouraged to know that CRM approach may simultaneously enhance their brand equity. Researchers should be encouraged at the possibility of exploring other individual and organisational peculiarities that might explain the mechanism through which CRM influence stakeholders. The results of the study will help managers to understand the emergence of this phenomenon in the area of marketing where large number of customer base show positive influence on their purchase intention towards CRM.
Limitations
1 The numbers of companies practicing CRM in India were limited hence other variables have not been considered in the study.
2 An industry wise study needs to be considered which may also provide an insight into the common motivators for cause-related buying behaviour.
Future research prospects
Since the study is conducted in Delhi/NCR it is difficult to predict the complex buying behaviour of India consumers as a whole especially due to the cross-sectional nature of the data, drawing causal inferences among the variables explored may not be appropriate therefore the current study need to be replicated using longitudinal study designs in order to establish more certain causality of the relationship between the key constructs. In this study, few parameters have been considered to understand the consumer intention towards CRM approach. After taking a holistic view of the study, researcher may look for further innovative and game changing business model related to CRM in future.
